This study has aimed to find out the extent of the application of internal marketing policies and programs in Saudi universities and its impact on the level of the service quality provided to the internal clients (the employees) and on their level of satisfaction. The internal marketing is measured using the scale prepared by (Gronroos, 1990), also the quality of service provided to the staff level was measured using the actual performance measure (SERVPERF) prepared by (Cronin and Taylor, 1992) . Job satisfaction was also measured using a satisfaction scale prepared by (Mohrman, 1977) , where the number of valid questionnaires for analysis has reached (56), and they were analyzed using the statistical software (SPSS). The study found several conclusions, including: There is a medium level of each of the (impression about the actual practices of the internal marketing dimensions, the level of the service equality, as well as the satisfaction of the employee). There is an effect-relationship between internal marketing dimensions and the level of the service quality provided to the internal clients (employees). There is an effect-relationship between the dimensions and of the quality level of the service provided to the internal clients (employees) and job satisfaction. There is an effect-relationship between the internal marketing dimensions and job satisfaction. The service quality" mediating variable increases the strength of the positive relationship between internal marketing dimensions (independent variable) and job satisfaction (dependent variable).
Introduction
Traditional marketing focuses on the relationship between the organization and the external customer. Many researches were conducted at global level, with respect to the measurement of the external clients satisfaction (Aburoub et al. 2011 ). At present a number of researchers are interested in the concept of internal marketing and considered it as an important element for the success of organizations. Internal marketing is based on the principle that the organization employees (internal clients) are considered as its first market, and that their jobs represent internal products and should therefore be designed and developed in accordance with their needs and desires, and that the satisfaction of employees needs and desires (internal clients) will result in providing the best products (goods and services, etc.) to external clients. So the employees inside the organization must make an effort to increase the efficiency and effectiveness of external marketing activities. Many researchers have pointed out that internal marketing application will be reflected positively on the quality of service provided to external clients if the facility has applied it through strategies directed towards the external client (Lings, 2000) .
The current research is interested in finding out the extent of the application of policies and the dimensions of internal marketing in Saudi universities on the grounds that these universities are considered as one of the forms of service organizations concerned with quality of service. This research is also concerned with identifying the relationship between internal marketing practices in the universities and the quality of service on the one hand, and the satisfaction of internal clients (employees) on the other hand. It is also interested in finding out the impact of the level of the service quality provided to employees as a mediating variable in the relationship between internal marketing dimensions (incentives and rewards, clarity of roles, training and staff development, internal relations) as an independent variable, and job satisfaction as a dependent variable.
Statement of the Problem
The concept of internal marketing refers to the policies and programs directed to facility employees (internal clients), to achieve high levels of their satisfaction, which in turn can lead to improve the level of service provided to external clients. From this standpoint, the researcher conducted a preliminary study (a survey) to see the extent Taif University's adoption of the concept of internal marketing as a relatively new concept in marketing that focuses on the employees within the facility (Hijazi, 2009 ).
The preliminary study (survey), which included interviewing a number of staff at Taif University (internal clients), has revealed the following: -1. A lack of awareness of Taif University employees of the concept of internal marketing. 2. Incomplete and incorrect application of the policies and programs of internal marketing. 3. Some of the policies and programs of internal marketing are applied without realizing that they are related to internal marketing. 4. A lack of understanding of the relationship between the various dimensions of internal marketing and the various dimensions of the quality of service provided to internal clients which results in a lack of satisfaction among internal clients (employees). Moreover, review of previous studies has noted the following:-1. Several studies have focused on studying the relationship between internal marketing and service quality (Falahatkar and Habibi, 2015) , (Nsour, 2013) , (Sadeghloo and Tirgar, 2013) , 2. Several studies have focused on studying the relationship between internal marketing and job satisfaction (Al- Attar and Hassan, 2015) , (Kandari, 2014) , (Kahled and salem, 2013) , (Al -Hawary et al., 2013 , (Oluseye, et al., 2012 . 3. Some studies have been conducted on universities staff, these are Kandari study (2014) in Kuwait, (Kahled and salem, 2013 ) study in Malaysia, (Oluseye, et al., 2012 ) study in Nigeria. 4. One study was conducted in the Kingdom of Saudi Arabia, these are Nsour study, (2013) which was designed to determine the relationship between internal marketing and internal quality of service in public hospitals in Riyadh, Saudi Arabia. 5. Failure of researchers in Saudi Arabia to study internal marketing policies in Saudi universities and their relationship to service quality and internal client (employees) satisfaction. 6. Failure of researchers in general to study the mediating impact of service quality on the relationship between internal marketing and internal client (employee) satisfaction.
Based on the above, this study was meant to fill this research gap by examining internal marketing policies in Saudi universities and their impact on the quality of service and job satisfaction. It also studies the mediating impact of service quality on the relationship between internal marketing (independent variable) and internal client (employee) satisfaction (dependent variable). Therefore, question emerged in regard with "how does internal marketing contributes to the achievement of internal client satisfaction?" From the previous question, the following questions emerged: --Is there an application of the policies and programs of internal marketing in Taif University? -Is there an impact relationship between the dimensions of internal marketing and the level of service quality provided to internal clients (employees)?
-Is there an impact relationship between the level of service quality provided to internal clients (employees) and their job satisfaction?
-Is there an impact relationship between the dimensions of internal marketing and internal clients (employees) satisfaction?
-Does the level of service quality provided to employees as a mediating variable increase the positive relationship between the dimensions of internal marketing (incentives and rewards, clarity of roles, training and staff development, internal relations) as an independent variable, and job satisfaction as a dependent variable?
The Theoretical Framework of the Research, Literature Review, and Research Hypotheses

Internal Marketing
The concept of internal marketing has emerged in the late seventies and early eighties of the last century, with the growing interest of researchers in internal marketing due to the great increase in competition and the growth of humanitarian needs, so it was necessary to focus on internal marketing and to pay attention to the external marketing in order to achieve the desired level of the quality of service provided by the facilities (Papasolomou and Koutouros, 2011) .Internal marketing is defined as (Giving importance to dealing with the internal and external market needs through existing programs and plans to achieve the desired organizational goals through addressing the needs of employees and clients (Mohammad et al., 2014) . Internal marketing is also known as (Attracting the best employees, and retaining them by providing the appropriate training and motivation to ensure their loyalty, building a strong relationship with them and working as a team to improve the quality of products to satisfy the needs and desires to ultimately achieve external clients satisfaction) (Al-Imam and Mahmoud, 2012) .
With respect to the dimensions of internal marketing, literature review showed that there was no agreement among researchers on the dimensions of internal marketing. For example Mohammad et al., (2014) pointed out that the dimensions of internal marketing include (Selection, recruitment, training, incentives and rewards, authorities and marketing information). Moreover, Ismail (2011) pointed out that the dimensions of internal marketing include (Incentives and rewards, clarity of roles, training, and staff development and internal public relations). In this study, the researcher will use these dimensions as the most common and agreed on among writers and researchers. The following is a summary giving clarification for each of these dimensions. Incentives and rewards: Incentives are conditions that are available in the work atmosphere and that form its culture (Al-selmi, 2000) , and the reward is represented in the legitimacy and the need for the employees to get a reward and fair compensation, or to receive any other privilege equal to the effort made in work to achieve the facility goals (Ziyara, 2000) .
Incentives are divided into two parts, namely: --Material incentives that satisfy materialistic individual needs. These incentives are tangible and may take various forms, including (salaries, rewards, compensation, bonus, and upgrade). -Non-material or moral incentives are those that do not depend on the money in encouraging and motivating employees to work. They include (personal satisfaction, recognition, achievement, involvement of employees in administration). 2. Clarity of roles: Clarity of roles means the presence of a regulatory structure in the facility which shows levels of management or administrative hierarchy and the nature of communication (vertical and horizontal) and the clarity of authorities and responsibilities and other administrative principles. 3. Training and staff development: Training is defined as a scheme through which individuals acquire the knowledge and skills for a specific purpose (Gounaris, 2008) . It refers to training of facility employees on how to perform their current jobs and helping them to acquire knowledge and skills they need for effective performance (Jones and Geoge, 2008) . Training is considered as an urgent need because environmental developments and regulatory changes make it necessary to update the skills of staff and giving them new skills (Rue and Byars, 2005) . 4. Interior Public Relations: Internal public relations are defined as planned efforts designed to keep good, friendly, and mutual relations between the facility and staff (Ismail, 2011; Tarshan, 2014) . Internal public relations aim to encourage employees to focus on their work and thus achieve the overall objectives of the facility by encouraging building relationships between employees, spreading the spirit of teamwork and mutual respect between them and encouraging communication and informal liaison with each other (Blythe, 2003) .
Quality of Service
Ali (2006) has defined the quality of service as "a measure of the extent of the service level capability that is provided to the client and that complies with his expectations. Also, delivering good service means to achieve compliance with the expectations set by the client."
With respect to the dimensions of service quality, literature review showed that there was no agreement among researchers on the dimensions of service quality. For example, Parasuraman et al., (1998) pointed out that the dimensions of the dimensions of service quality include (tangibility, reliability, responsiveness, security and empathy) 1. Tangibility: it represents the tangible aspects related to service, such as buildings and modern techniques used, the internal facilities of the buildings, the equipment necessary to provide service, the appearance of staff ......... etc. 2. Reliability: it reflects the ability of the facility from clients' point of view to provide service required by the client at the desired time and accuracy and to satisfy his desires. It also reflects the extent of the facility's fulfillment of its commitments to client. 3. Response: It is the ability to deal effectively with all client requirements, to respond to their complaints and to solve them quickly and efficiently in a way that convinces them that they are appreciated and respected by the facility they are dealing with. Response also reflects providing the service by employees with an open mind. 4. Security: It is reassuring that the service provided to clients is free of error, danger or doubt. It includes psychological and physical reassurance. 5. Empathy: It reflects the expression of friendship spirit, taking care of client, making him feel important and the desire to provide service according to his needs. In this study, the five dimensions will be used.
3 Job Satisfaction
Al-Bahussein, (2007) has defined job satisfaction as "the ability of the employee's job to achieve and satisfy his various needs". Moreover, (Jones and Sloane, 2009 ) has defined it as "a joyful emotional state that results from correcting the individual's work of his professional experience".
Researchers had different views on the identification of factors that influence job satisfaction due to various interests of researchers (Al-Habet, 2013) . Some researchers have reported that job satisfaction is achieved through two types of factors and variables: 1-Direct factors, including (the amount of work required, activities within work, wages) 2. Indirect factors including (relations with co-workers, administration). (Hoppock) has identified nineteen factors affecting job satisfaction including (relationship with supervisors, working conditions, freedom, responsibility, vacations, enjoying the work, and other (Singh, 2002) . Abbas (2006) reported that the factors influencing job satisfaction are (wages and salaries, work content and the diversity of tasks, individual potentials and abilities and work knowledge, promotional opportunities available to an individual, leadership style, physical conditions of work, income rational). Al-Shraideh (2008) mentioned that factors influencing job satisfaction are divided into those linked to job surroundings and framework, job-related factors, regulatory factors related to the institution's policies, regulatory factors related to the individual himself and environmental factors.
4 The relationship between Internal Marketing and Quality of Service.
A number of researcher have been investigated the relationship between internal marketing and quality of service, these studies Proved the existence of a relationship between internal marketing and quality of service. For example, the study of Falahatkar and Habibi (2015) was aimed to explain the importance of internal marketing and its relationship and impact on service quality. This study was conducted electronic bank employees in Ghilan, Iran. The results indicate that the internal marketing dimensions (communications, development, and rewards) are directly linked to the strong dimensions. As well as in Iran, Sadeghloo and Tirgar (2013) conducted a study designed to determine the relationship between internal marketing and quality of service. Study population was composed of all employees in Golestan offices of Sport and Youth with a total of 180. This study found a positive and significant relationship between internal marketing and the quality of service. Moreover, the result of (Nsour, 2013 ) study found that a positive and significant relationship between internal marketing and the quality of service.
Based on previous studies the following Hypotheses were formulated:
The first hypothesis: "There is a statistically significant effect between the dimensions of internal marketing and the level of service quality provided to internal clients (employees) in general."
5 The relationship between Internal Marketing and Job Satisfaction.
Al- Attar and Hassan (2015) Conducted a study aimed to show the application method of the concept of internal marketing and its impact on the achievement of satisfaction in private banks in Karbala, Iraq, which is reflected on achieving employees satisfaction. The study found that there is a significant impact of internal marketing on s employee's satisfaction. in Kuwait, Kandari (2014) was conducted a study on university educational institutions staff. It aimed to determine the relationship between internal marketing (communication within the university, relationship between workers, clarity of roles, motivation development among workers) and factors of job satisfaction (satisfaction with wages, job affiliation, satisfaction with leadership, satisfaction with the work environment). The study found that there were no significant correlation between internal marketing measures and job satisfaction for employees. Furthermore, Kahled and salem (2013) were conducted a study aimed to examine the relationship between the trend towards internal marketing and job satisfaction. Data were collected by questionnaire from support staff at Utara University, Malaysia. The study concluded that internal marketing is positively correlated to job satisfaction. Regression result also revealed that 40.9% of the variance in job satisfaction is explained by internal marketing dimensions. Moreover, Oluseye, et al., (2012) conducted a study aimed to study the internal marketing practices and their relationship with job satisfaction in the Nigerian universities environment. Results of this study indicate that there is a strong and positive relationship between internal marketing and job satisfaction.
The second hypothesis: "There is a statistically significant effect between the dimensions of internal marketing (in general) and the satisfaction of internal clients (employees)."
Relationships between Qualities of Service and Job Satisfaction
Some of the empirical studies proved a positive relationship between quality services and Job satisfaction (Back et al. 2011; Coenen, et. Al, 2012; Khan et' al. 2011; Nazeer et al., 2014; Panjakajornsak, 2009; Pantouvakis, 2011) . A study by Khan et' al. (2011) found that perceived qualities of service and employee job satisfaction are positively correlated. Furthermore, Coenen, et. Al, (2012) established that quality of service exerts strong influence on employee satisfaction. Nazeer et al., (2014) found that quality of service significantly positive effect on job satisfaction. Moreover, providing quality services to internal customers affect the Job satisfaction which ultimately leads towards effectiveness and efficiency, job quality, and even the cost of services provided and soon (McManus, et al., 2004) .
The third hypothesis: "There is a statistically significant effect between the level of service quality provided to internal clients (employees) and the level of job satisfaction."
Relationships and the indirect impact of Internal Marketing on achieving Job Satisfaction through the Quality of Service.
According to the researcher, there are no previous studies that examined the impact of the mediator level of service provided to internal clients (employees) in the relationship between internal marketing as an independent variable and the job satisfaction as a dependent variable, and to achieve the objectives of this study the following hypothesis has been formulated: Fourth hypothesis: "the level of service provided to internal clients (employees) and as a mediating variable increases the strength of the positive relationship between the dimensions of internal marketing as an independent variable, and job satisfaction as a dependent variable."
Hypothetical Diagram of the Research
The hypothetical diagram of the research is an attempt to reflect, simplify and represent the researched phenomenon and to define its variables and elements and to identify the default relations between the elements. It also aims to facilitate and understand the interactions between the reasons and results of the studied phenomenon (Al-Fadel and Ghadir, 2012) . In this research, and based on previous studies and literature review on the research subject, the researcher tried to develop a hypotheses diagram within the framework of three key variables, namely: -110 Journal of Marketing Management, Vol. 4(1), June 2016 (A) The independent variable: internal marketing inits various dimensions (incentives and rewards, clarity of roles, training, and staff development, internal relations).
(B) The mediating variable: the service quality provided to the internal client (employee) in its different dimensions (physical factors, reliability, responsiveness, empathy and safety).
(C) The dependent variable: satisfaction in regard to the services provided to internal clients (employees). Depending on the nature of research and information to be obtained, we have used the analytical descriptive method through which description and data collection and analysis to reach conclusions can be obtained. The analytical descriptive method depends largely on the investigators 'question and on the available secondary data to identify the phenomenon characteristics and size, as well as the degree of correlation between selected variables. The study is considered as a field study because it focuses on collecting preliminary data from Taif University under study.
The researcher has relied on two sources of data, namely: -Secondary sources: through referring to books and researches published in scientific journals and relevant Arabic and English references, in order to consolidate the theoretical framework and build Hypotheses.
Primary sources: the questionnaire list designed by the researcher has been used to achieve the objectives of the study. It was distributed to employees to obtain the necessary information.
1 Data Collection Tool
The researcher collected data for these two searches through the questionnaire, and it included the following scales: -
Internal Marketing Scale
Internal marketing was measured using the scale prepared by (Gronroos, 1990 ) and used by some researchers such as (Ismail, 2011; Al-Asadi and Abu Ghneim, 2010; Hijazi, 2009; Tarshan, 2014) . Internal marketing scale consists of four dimensions that include (clarity of roles among the employees, training and staff development, incentives and rewards, internal relations). The dimension of the clarity of roles among the employees was measured through seven phrases. The dimension of training and staff development through six phrases. The Dimension of the incentives and rewards was measured through six phrases. The internal relations dimension was measured through five phrases. All phrases formulated based on the 5 point Likert scale (ranging from 1= do not agree at all to 5 = strongly agree Level of Service Quality Provided to Internal Clients (Employees) Scale.
Dependent variable
The level of the quality of service provided to employees was measured using the actual performance of the service SERVPERF scale (Cronin and Taylor, 1992) , where a number of researchers proved its superiority over SERVQUAL scale in measuring the actual performance (Chen & Lee, 2006; Kim et al. 2005; Zhou, 2004) . This scale includes five dimensions of the quality of service, namely, (physical tangible aspects, reliability, responsiveness, safety, and empathy). The dimension of physical tangible aspects was measured through the seven phrases. The dimension of reliability was measured through four phrases. The response dimension was measured through five phrases. The security dimension was measured through four phrases. The empathy dimension was measured through five phrases. All phrases formulated based on the 5 point Likert scale (ranging from 1= do not agree at all to 5 = strongly agree
The Level of Job Satisfaction Scale
The job satisfaction scale prepared by (Mohrman, et al. 1977 ) and used by some researchers such as (Namrata, 2014; Cerit, 2009 ) was also used. It includes eight phrases that are all formulated based on the 5 point Liker scale (ranging from 1= not satisfied at all to 5= very satisfied).
Validity of the Questionnaire
Validity of the Questionnaire means that questionnaire measured what it was developed for, and that the researcher has made sure of formulating the statements contained therein and their clarity for the respondents, through being tested by university professors and specialists. The questionnaire was presented to a group of arbitrators composed of 5 specialists in business management and marketing. The necessary deletions and modifications in the light of the proposals made by the arbitrators were applied to obtain the questionnaire in its final form.
Reliability of the Questionnaire
Reliability of the questionnaire means that it will give the same result if it is re-distributed more than once under the same circumstances and conditions, or in other words, it means consistency of the results of the questionnaire and that they do NOT change significantly if re-distributed to sample individuals several times during certain time periods. To test the Reliability of the tool used (the questionnaire), alpha Cronbach consistency coefficient (Alpha) was used, where this coefficient measures the internal consistency of the questionnaire paragraphs and their ability to give consistent results of the respondents responses to the paragraphs of the questionnaire. The value of alpha coefficient ranges between (0-1) and it would be statistically acceptable if it is more than (0.7), (Nunnally and Bernstein, 1994) and this means that the tool consistency is good and therefore results can be generalized.
Table (1) shows Alpha Cronbach test results, for each scale in total, and for each of the dimensions of the various scales, where noted that the value of alpha for all scales ranges from (0.725) to (0.882). It is also noted that the Alpha Cronbach value, for each of the dimensions of the different scales ranges from (0.706) to (0.891), this ratio is considered high and acceptable and therefore we can rely on the credibility of the measurement tool and generalize the results of this study. 
2 Study Population and Sample
The study population includes staff working in the Admission and Registration Deanship and Student Affairs Deanship in Taif University whose number reached (63) employees. Due to the small size of the study population, the researcher has used the comprehensive inventory style, and after collecting the questionnaires, the number of valid questionnaires for analysis was 56.
3 Statistical Analysis Methods
The researcher has analyzed the data collected through questionnaires using SPSSv 22 program, and has used a number of statistical methods in data analysis contained by questionnaires to test hypotheses . These methods were as follows:
1. The arithmetic mean. 2. Cronbach's alpha reliability coefficient. 3. Pearson correlation coefficient to determine the association between independent variables and dependent variables. 4. Simple regression to determine the relationship between independent variables and dependent variables and to determine the variance ratio which can be explained in the dependent variable by the independent variables. 5. Path analysis to test the direct and indirect relationships between the dimensions of internal marketing as the independent variable and the satisfaction as the dependent variable through service quality as a mediating variable to indicate the role of these relations, so as to test the validity of the fourth hypotheses .
Statistical Analysis of Data
After encoding and entering data, version XXII of the statistical analysis program the Statistical Package for Social Sciences (SPSS)in conducting statistical analysis of the data field study as follows:
First: characteristics of study participants. Second: descriptive statistics for study variables. Third: Hypotheses testing and analysis of results. The researcher addresses each element of the previous elements in some detail as follows:
1 Characteristics of Study Participants
The questionnaire included data inquiring the type of participants in the study, and that included: age, length of work service, educational status, and marital status. Table 5 presents data that determine the qualities and characteristics of the (56) study participants.
It is noted from Table (2) that 36% of study participants' ages range from 25 years to less than 30 years, 81% of them had a work service that range from one year to less than 10 years, 57% of them have university degrees and 73% of them are married. 
Descriptive Statistics for Study Variables
Five points Likert scale was used and there relative importance of the variables of the study was identified based on the following equation:-category length = variable max. limit − variable min. level no. of levels = 5 − 1 3 = 1.33
And thus the relative importance will be low if the arithmetic mean value ranges from 1 to 2.33, moderate if the arithmetic mean value ranges from 2.34 to 3.66 and high if the arithmetic mean value is higher than 3.67. Table ( 3) displays descriptive statistics for study variables, where the average of participants' views about the "dimensions of internal marketing" is (3.44) and the standard deviation (0.873), which shows that most of the ideas range from "without opinion" and "agree" and tend to be "agree". In addition, the relative importance of this variable is moderate as the arithmetic mean value ranges from 2.34 to 3.66. Participants views about the "level of service quality provided to internal clients (employees)" is (3.34) and the standard deviation (0.860), which shows that most of the ideas range from "without opinion" and "agree" and tend to be "agree", and the relative importance of this variable is moderate where the arithmetic mean value ranges from 2.34 to 3.66. The average of participants views about (job satisfaction) is (3.38) with a standard deviation (0.495), which shows that most of the ideas range from "without opinion" and agree and tend to be "without opinion", as the relative importance of this variable is moderate where the arithmetic mean value ranges from 2.34 to 3.66. 
3 Hypotheses Testing and Analysis of Results:
The first hypothesis:
"There is a statistically significant effect of the dimensions of internal marketing and the level of service quality provided to internal clients (employees) in general."
To test this hypothesis, correlation coefficients and gradual regression have had been used as follows:
Correlation Coefficients:
The Pearson correlation coefficient was calculated for the average of internal clients (employees)views in the study regarding the quality of service provided to them and the dimensions of internal marketing level. Table (4) displays correlation coefficients for the average of internal clients (employees)views in the study regarding the quality of service provided to them and the dimensions of internal marketing level. The table shows that correlation coefficients between internal marketing dimensions and the level of quality of service provided to internal clients (employees) are high, where the lowest value for the correlation coefficient between "internal relations" and the level of service quality provided to internal clients is (0.765) which shows that there is strong positive correlation between the two variables, and it is significant at the significance level of 1%, and there is a strong proportional correlation between "incentives and rewards" and the level of service quality provided to internal clients (employees) as the value of the correlation coefficient is (0.960) which shows a strong positive relationship between the two variables and it is significant at the abstract level of 1%.
Table (4): Pearson correlation between the levels of service quality provided to employees and the dimensions of internal marketing
Internal marketing dimensions The level of service quality provided to internal clients (employees) Incentives and rewards 0.960** Clarity of roles 0.907** Training and staff development 0.913** Internal relations 0.765** ** Significant correlations at the significance level of 1%.
Gradual Regression:
Table (5) displays gradual regression model estimates of the regression of dependent variable (average of sample views about the quality of service level provided to internal clients (employees)) on the internal marketing dimensions. The table shows the significance of the estimated regression model through the values of F (261.058), and (sig= 0.000) value. Significance of regression coefficient and the constant at the significance level of 5% is evident. Incentives and rewards dimension affects the dependent variable (the level of the quality of service provided to internal clients (employees)) as the value of the coefficient of determination is (0.922), indicating that the independent variable in the model explains 92% of the changes that occur in the dependent variable (average of sample views about the level of quality of service provided to internal clients (employees)). "There is a statistically significant effect of the dimensions of internal marketing and the level of service quality provided to internal clients (employees) in general."
The second hypothesis:
"There is a statistically significant effect the dimensions of internal marketing (in general) and satisfaction among internal clients (employees)."
To test this hypothesis, correlation coefficients and simple regression have been used as follows:
Correlation coefficients:
The Pearson correlation matrix between the dimensions of internal marketing (in general) and the satisfaction of internal clients (employees) about services provided to them was calculated. Table (6) displays the correlation matrix between the dimensions of internal marketing (in general) and the satisfaction of internal clients (employees) about services provided to them. The table shows that there is a strong positive correlation between the two variables at a significance level of 1% as the value of the correlation coefficient is (0.850).
Table 6: Pearson correlation coefficients for the dimensions of internal marketing (in general) and satisfaction among internal clients (employees) about the services provided to them
Dimensions of internal marketing (in general)
External clients (students) satisfaction about services provided to them Dimensions of internal marketing (in general) 1 Satisfaction of internal clients (emplyees) about services provided to them .850** 1 ** Significant coefficients at the significance level of 1%.
Simple regression:
Table (7) displays simple regression model estimates for dependent variable regression (overall average satisfaction of internal clients (employees) about services provided to them) on the dimensions of internal marketing (in general).
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The table shows significance of estimated regression model through the values of F (57.456), and the value (sig = 0.000). It also shows significance of regression coefficient and constant at the significance level of 5%, and the value of the coefficient of determination equals (0.723) which shows that the independent variable, "the dimensions of internal marketing (in general)," explains 72.3% of the changes that occur in the dependent variable (overall average satisfaction internal clients (employees)about services provided to them). From the foregoing, it is clear that second hypothesis is true:
The third hypothesis:
"There is a statistically significant effect between the level of the quality of service provided to internal clients (employees) and the level of job satisfaction."
Correlation coefficients:
The Pearson correlation coefficient was calculated for the average of employees' views about the level of the quality of service provided to them and the level of job satisfaction. Table (8) displays correlation coefficients for the average of employees' views about the level of the quality of service provided to them and the level of job satisfaction. The table shows that the value of correlation coefficient for the "safety" as one of the dimensions of the quality of service provided to employees and the level of job satisfaction is high, and the value of the correlation coefficient equals (0.684) which shows a strong positive correlation between the two variables, and it is significant at the significance level of 1%, and there is a strong proportional relationship between the "empathy" as one of the dimensions of the quality of service provided to the staff and the level of job satisfaction, the value of the correlation coefficient equals (0.675) which shows a strong positive correlation between the two variables at a significance level of 1%. The lowest value of the correlation coefficient is (0.489) between the "reliability" as one of the dimensions of the quality of service provided to employees and the level of job satisfaction, which indicates the presence of a moderate positive correlation between the two variables at a significance level of 1%. 
Gradual regression:
Table (9) gradual regression model estimates of the regression of dependent variable (average of sample views about job satisfaction) on the dimensions of the quality of service provided to internal clients (employees). The table shows the significance of the estimated regression model through the values of F (133.331) and (sig= 0.000) value. It also shows the significance of regression coefficients and constant at 5% level of significance.
The table shows that the dimensions of the quality of service provided to internal clients (employees) that affect the dependent variable according to the order of their entry to the model are:
The value of the coefficient of determination equals (0.559) which shows that the independent variables in the model explain 55.9% of the changes that occur in the dependent variable (average of the sample views about the level of job satisfaction). From the foregoing, it is clear that third hypothesis is true:
"There is a statistically significant effect of the dimensions of internal marketing and the level of service quality provided to internal clients (employees) in general."
The fourth hypothesis: "The level of the quality of the service provided to internal clients (employees) as a mediating variable increases the strength of the positive relationship between the dimensions of internal marketing as the independent variable, and job satisfaction as the dependent variable."
The researcher test the presence of a significant effect of the dimensions of internal marketing on the level of the quality of service provided to employees. Table (10) and Figure ( 2) display partial regression model estimates for the dependent variable regression (the level of the quality of service provided to employees) on the independent variables (internal marketing dimensions). The table shows the significance of the estimated regression model at the significance level of 0.01 as the calculated test value (F) equals (61.596) and Sig (P-value = 0.000) less than the level of significance. The table shows the significance of partial regression coefficients (path coefficients) (incentives and rewards) and constant through the t value and Sig (P-value). The most important independent variables that affect the quality of service provided to employees by the partial regression coefficient in the standard model is:
• incentives and rewards
The value of the coefficient of determination equals (0.928) which shows that the incentives and rewards as one of the dimensions of internal marketing explain 92.8% of the changes in the dependent variable (the level of the quality of service provided to employees) 118 Journal of Marketing Management, Vol. 4(1), June 2016 Testing the presence of a significant impact for the dimensions of internal marketing and the level of quality of service provided to employees on job satisfaction. Table (11) and Figure ( 3) display estimates of partial regression model for dependent variable regression (job satisfaction) on the independent variables (internal marketing dimensions and the level of the quality of service provided to employees). The table shows the significance of the estimated regression model at the significance level of 0.01 as the calculated test value (F) equals (61.596) and Sig (Pvalue = 0.000) is less than the level of significance. The table shows the significance of the partial regression coefficients (path coefficients) and constant through the t value and Sig (P-value). The most important independent variables that affect the dependent variable (job satisfaction) in the order of entry into the model are:
• The value of the coefficient of determination equals (0.990) which shows that the independent variables in the model explain 99.0% of the changes in the dependent variable (job satisfaction). From the foregoing, it is clear that the explanatory power of internal marketing dimensions increases can now explain the changes in the dependent variable (job satisfaction) through mediating the level of the quality of service provided to employees, and this confirms the decrease in error value until it reached (0.100) in the case of mediating the quality of service level provided to employees between internal marketing and job satisfaction dimensions. From the foregoing, it is clear that fourth hypothesis is true: "The level of the quality of the service provided to internal clients (employees) as a mediating variable increases the strength of the positive relationship between the dimensions of internal marketing as the independent variable, and job satisfaction as the dependent variable."
Results
The present study aimed to reveal the extent of Taif University application of policies and programs of internal marketing and to find out the relationship and the impact of the actual practices of the strategies, policies, and programs of internal marketing on the level of the quality of service provided to internal clients (employees). It also aimed to detect the impact relationship between the level of the quality of service provided to internal clients (employees) and job satisfaction and to detect the relationship and the impact of the actual practices of the strategies, policies, and programs of internal marketing on internal clients (employees) satisfaction.
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The level of the quality of service provided to employees Job satisfaction 0.417 Finally, it aimed to reveal the impact of service quality on the relationship between the dimensions of internal marketing and internal clients (employees) satisfaction. Based on the previous statistical analysis, the following results can be presented:
1. Results of this study indicated that there is a moderate degree of impression among participants in the study about the actual practices of the dimensions of internal marketing, where the arithmetic mean value is (3.44).
Results of this study are consistent with the results of previous studies, for example, (Al- Attar and Hassan, 2015) , (Oluseye et al., 2012) and are not consistent with the results shown by the studies of Tarshan (2014) and Abbasi (2009) . 2. Results of this study indicated that there is a moderate degree of impression among participants in the study about the quality of service level provided to internal clients (employees), where the arithmetic mean value is (3.34). Results of this study are consistent with results of previous studies, for example (Al- Attar and Hassan, 2015) , and (Nsour, 2013) . 3. Results of this study indicated that there is a moderate degree of internal clients (employees) satisfaction about the services provided to them, where the arithmetic mean value is (3.38). Results of this study are consistent with the study of (Oluseye, et al., 2012) . 4. Results of this study indicated the presence of a strong positive relationship between internal marketing dimensions and the level of the quality of service provided to internal clients (employees) in general, and it is significant at the significance level of 1%. There is also a statistically significant effect of some internal marketing dimensions on the level of the quality of service provided to internal clients (employees), where incentives and rewards dimension affects the dependent variable (the level of the quality of service provided to internal clients (employees)), where this variable explains 92.2% of the changes that occur in the dependent variable (average of sample views about the level of the quality of service provided to clients (employees). Results of this study are consistent with the results of previous studies, for example, Falahatkar and Habibi (2015) , Nsour, (2013) , and Sadeghloo and Tirgar, (2013) . 5. Results of this study indicated the presence of a strong positive relationship between internal marketing dimensions (in general) and the satisfaction among internal clients (employees) for services provided to them, and it is significant at the significance level of 1%. There is also a statistically significant effect of internal marketing dimensions (in general) on the level of job satisfaction where the independent variable "internal marketing dimensions (in general)" explains 72.3% of the changes that occur in the dependent variable "overall average of internal clients (employees)satisfaction." This is consistent with the findings of some previous studies such as (Kahled and Salem, 2013) ,and (Oluseye, et al., 2012) .This requires the university administration to apply internal marketing due to its clear impact on employees satisfaction, which is reflected in turn on the way of their providing the service. 6. Results of this study indicated that there is a strong positive relationship between most of the dimensions of the level of the quality of service provided to internal clients (employees) and job satisfaction, and it is significant at significance level of 1%. There is also a statistically significant effect of some of the dimensions of the quality of service provided to internal clients (employees) on the level of job satisfaction, where security and empathy dimensions (respectively) affect the dependent variable (job satisfaction), and these variables explain 55.9% of the changes that occur in the dependent variable (the overall average of internal clients(employees) satisfaction about services provided to them). Results of this study are consistent with the results of some previous studies (Coenen, et. Al, 2012; Khan et' al. 2011; Nazeer et al., 2014) . 7. Results indicated that the mediating variable "quality of service" increases the strength of the positive relationship between the dimensions of internal marketing (independent variable) and job satisfaction (dependent variable). This can be explained by that the greater the incentives and rewards to employees, the more every employee in the university knows his role precisely, and that the more the university encourages building personal relationships between employees within the work, it will lead to increase their sense of the quality of service provided to them and thereby increase job satisfaction.
Recommendations
In light of previous results, we can conclude some scientific recommendations that can be adopted by the university administration to improve job satisfaction of employees(internal clients) and then raise the level of service provided to university students (external clients). These recommendations include the following:-1. University administration has to adopt the concept of internal marketing with due attention towards the effective and continuous application of various strategies and programs directed to the needs and desires of its internal clients (employees) and work on developing them to help raise the level of job satisfaction. 2. Results of this study that incentives and rewards dimension has an impact on the quality of service, so university administration has to focus on incentives and bonuses as an important tool to retain current employees by relying on different types of incentives, as material and moral incentives and individual and group incentives without concentrating on one type only. 3. Results of the study indicated that security dimension (one of the level of service quality dimensions) has an effect on job satisfaction, so university administration must create an atmosphere of trust and safety among employees to make them feel that the service provided to them and the services they provide is free of error, danger or doubt, provided that it includes psychological and physical reassurance. 4. Results indicated that empathy dimension (one of the level of service quality dimensions) has an effect on job satisfaction, so university administration must express the spirit of friendship and care of employees, besides making them feel their importance and the desire to provide services according to their needs. University administration has to be keen to empathize with employees when facing problems, to put their interests at the forefront of its concerns, to ensure full equality between staff and to reject all forms of discrimination. 5. University administration should make its best to meet the needs of its employees and to gain their satisfaction. This is reflected by their providing better services to external clients (students) and thus gaining their satisfaction. 6. Continuous assessment and evaluation of the level of quality of service provided to internal clients (employees) is important. 7. University administration has to provide a great deal of marketing information to its employees so that they are able to provide the various services. 8. It is important to provide two-way communication process between staff and university administration to allow solving problems as soon as possible. 9. Encouraging teamwork and avoid individual acts to ensure success of internal marketing programs. 10. University administration must listen to the views of internal clients (employees) about services provided to them, and know the kind of services they need. 11. University administration must work toward the application of the overall quality due to its effective role in the development of university services and the improvement of their quality.it is also an important point in achieving client satisfaction. 12. University administration must be convinced that employee satisfaction is an important step in providing excellent educational service so it has to work to achieve job satisfaction of its employees. 13. Further studies on the concept of internal marketing and its consequences must be conducted.
